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With the upgrading of polytechnics to constituent universities in Kenya, competition has been taken to even greater 
heights as far as midlevel training institutions is concerned. Students now have chances of progression after 
completing their diploma courses in the same polytechnics to do degrees. The study was an assessment of factors 
firms consider when entering into strategic alliances, the case of the Kenya institute of management. The study 
adopted a case study design. The target population was the directors and managers of the Kenya Institute of 
Management (KIM). A sample of 25 respondents was used which was spread proportionately across 3 administrative 
strata. The study used primary data that was collected through a self administered questionnaires. The study found 
out that the Kenya Institute of management has been actively involved in strategic alliances some of them that are 
still active while one had failed. It was also found that KIM mainly entered into strategic alliance in order to enter new 
markets and improving financial stability as key points. Other factors that also played important role in joining 
strategic alliance for KIM was improvement of customer service as well as reduction in product development costs. 
The study recommends that communication and trust should be cultivated at the start of the strategic alliance to 
ensure that each partners needs are kept in focus and the strategic alliance agreement should be well be drafted to 
ensure that should there be a change in the top management in one of the partner companies, the strategic alliance is 
not affected. The study further recommends that training institutions when entering into strategic alliances should 
carefully examine the reasons for entering into strategic alliances and be clear what expectations they have of their 
partner. 
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INTRODUCTION 
 
Background and research gap 
Since the introduction of liberalization in Kenya in the 
1980’s, stiff competition among firms has increased to 
high levels forcing companies to devise ways of staying 
relevant in the market. Companies in Kenya have formed 
strategic alliances both locally and internationally so as to 
be able to compete successfully in a market that keeps 
on changing. According to Thompson et al. (2004), during 
the past decade, companies in all types of industries and 
in all parts of the world have elected to form strategic 
alliances and partnerships to complement their own 
strategic initiatives and strengthen their competitiveness 
in domestic and international markets.  
According to Johnson et al. (1995) a strategic alliance 
is where two or more organizations share resources and 
activities to pursue a strategy. This kind of development 
of joint strategies has become increasingly popular 
because organizations cannot always cope with 
increasingly complex environments (such as 
globalization) from internal resources and competences 
alone. They may see the need to obtain materials, skills, 
innovation, finance or access to markets, and recognize 
these may be readily available through cooperation as 
through ownership. 
Strategic Alliances are collaborative partnerships where 
two or three companies join forces to achieve mutually 
beneficial strategic outcomes Thompson et al. (2004). 
Thus, strategic alliances are cooperative agreements 
between firms that go beyond normal company – to –
company dealings but fall short of merger or full joint 
venture partnership with formal ownership ties. Strategic 
alliances are agreements that are important to the 
partners, created to achieve common interest (Mockler, 
1999). 
Gulati (1999) defines strategic alliances as voluntary  
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arrangements between firms involving exchange, sharing 
or co – development of products, technologies and 
services. A strategic alliance is where two or more 
companies collaborate by sharing resources and 
activities to pursue a common strategy. It is a coalition or 
cooperation agreement formed between a company and 
others to achieve certain strategic goals. Strategic 
alliances offer an opportunity for companies to 
collaborate in doing business thereby overcoming 
individual disadvantages (Somers, 2005). 
During the past decade, companies in all types of 
industries and in all parts of the world have elected to 
form strategic alliances and partnerships to complement 
their own strategic initiatives and strengthen their 
competitiveness in domestic and international markets 
(Thompson et al. (2004). However as the number of 
strategic alliances continues to surge we also see 
companies getting out of such relationships quickly, a 
trend that indicates that there are intricate issues that 
have to be handled very well in alliances if they are to 
grow to maturity to achieve the initial objectives set for 
them. 
Spekman et al. (1994) argues that although the 
characteristics of strategic alliance formation have been 
well explored in literature, little has been written about the 
factors associated with strategic alliance success and 
failure. Moreover, many of the research studies on 
strategic alliances have not been specifically concerned 
with the relationship and the interplay of specific factors 
to be considered by firms entering strategic alliances and 
the factors contributing to success and failures in training 
institutions. 
Kavale (2007) in his study “Strategic Alliances in 
Kenya; the case study of money transfer services” 
discusses in detail how forming strategic alliances has 
been instrumental in making transfer of money affordable 
and accessible in Kenya. On the other hand, Owuor 
(2000) looks at the role of strategic alliances in Kenya 
specifically in the automobile industry. He outlines the 
factors that determine success of the alliances in the 
automobile industry. It seems like previous researchers 
have not exhausted research as to the role of strategic 
alliances in training institutions is concerned. This is far 
more so in the Kenyan situation and therefore this 
research is aimed at filling that gap. This study therefore 
seeks to answer the question why KIM has entered into 
strategic alliances. 
 
Research objective 
To determine the reasons why KIM forms strategic 
alliances 
 
METHODOLOGY 
The study adopted a case study design. The case study 
method is a form of qualitative analysis and involves a 
careful and complete observation of the institution,  
 
 
 
 
Table 1: Respondents by position 
 
Position Frequency Percentage 
Middle-level managers 12 60 
Chief Managers 5 25 
Directors 3 15 
Total 20 100 
 
 
 
Table 2: Respondents by division  
 
Division Frequency Percentage 
Operations 9 45.0 
Programmes 7 35.0 
School of management 4 20.0 
Total 20 100.0 
 
 
 
Kothari (2004). The reason for using the case study 
method was because it provides in depth knowledge of 
the key factors that responsible for the success of 
strategic alliances. The target population was the 
directors and managers of the Kenya Institute of 
Management. A sample of 25 respondents was used 
which was spread proportionately across 3 administrative 
strata. The study used primary data that was collected 
through self administered questionnaires. According to 
Kothari (2004) a questionnaire is a means of eliciting the 
feelings, beliefs, experiences, perceptions, or attitudes of 
some sample of individuals. The questionnaire was 
preferred because it is easier to administer, analyze and 
economical in terms of time and money. The 
questionnaire comprised both open and closed ended 
questions and statements. Data was analyzed by use of 
statistical package for social sciences (SPSS) 
 
RESULTS AND FINDINGS 
Sample characteristics 
The respondents were profiled based on characteristics 
related to the organization and strategic alliances. The 
characteristics were their level or position in the 
organization, division they represent and number of years 
worked in the organization. The respondents were 
categorized by position as shown in table 1. 
Table 1 show that the highest respondents (60%) were 
middle level managers whereas chief managers 
constituted 25% of the respondents. Directors constituted 
10% of the respondents. The study used the above 
population because the directors and chief managers 
were involved in negotiating the alliances and therefore 
formed the negotiation teams while the managers were 
directly involved in the implementation of the strategic 
alliance agreements and products. The respondents were 
further categorized according to divisions in the 
organization; the results are shown in table 2. 
Table 2 illustrates that the highest number of 
respondents (45%) came from operations division.  
  
 
 
 
 
Table 3: Number of years worked in the organization 
 
Number of years Frequency Percentage 
5 and below 12 60 
6 -10 5 25 
11 – 15 2 10 
16 and above 1 5 
Total 20 100 
 
 
 
Table 4: Major objective of joining strategic alliances 
 
Objective Frequency Percentage 
Combat competitive disadvantage 4 20 
Gain competitive advantage 16 80 
Total 20 100 
 
 
 
Table 5: To enter new markets 
 
Importance Frequency Percentage Mean score 
Very important 16 80 
4.60 Important 4 20 
Total 20 100 
 
 
 
Programmes division constituted 35% of the respondents 
whereas the least number of respondents came from the 
school of management division and constituted 20% of 
the respondents. The duration that the respondents had 
served in the organization was included in the study as it 
has an impact on the respondent’s knowledge on the 
organizations’ history of strategic alliances. The results 
are shown in table 3 
As shown in table 3, the highest number of 
respondents (60%) have worked in the organization for 5 
years and below while 25% have been with the 
organization for a duration of ranging between 6 and 10 
years. 10% of the respondents have worked in the 
organization for between 11and 15 years while the least 
representation came from those who have worked for the 
organization for 16 years and above which stood at 5%.  
 
Knowledge of strategic alliances 
Respondents were also profiled based on their 
knowledge of strategic alliances. These include 
knowledge on existence of strategic alliances in the 
organization, knowledge of strategic alliances that have 
failed in the organization and major objectives of joining 
strategic alliances. All the respondents indicated that they 
have knowledge of the existence of strategic alliances in 
the organization. This represents 100% of the 
respondents. This is indicative that the Institute actively 
engages in entering into strategic alliances with other 
organizations to meet some set goals and objectives. The 
study also sought to establish whether there was a 
history of failed strategic alliances in KIM. All the  
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respondents indicated that they have knowledge of 
strategic alliances that have failed in the organization. 
This means that the Kenya Institute of Management has 
actively entered into a strategic alliance that failed due 
some factors. The main objectives for joining strategic 
alliances were summarized into two opposing needs, 
either to combat competitive disadvantage or gain 
competitive advantage. The results are shown in table 4. 
Table 4 indicates that a large percentage of the 
respondents (80%) believe that a major objective of 
joining strategic alliances was to gain competitive 
advantage while the remaining 20% indicated that the 
objective was to combat competitive advantage. 
 
Reasons for entering into strategic alliances 
Strategic alliances are formed for a variety of reasons, 
which include entering new markets, reducing 
manufacturing costs, and developing and diffusing new 
technologies rapidly. Soures (2007) posits that there are 
four potential benefits that businesses may realize from 
strategic alliances; Easer of market entry; shared risks; 
shared knowledge and expertise and synergy and 
competitive advantage. Alliances are also used to 
accelerate product introduction and overcome legal and 
trade barriers expeditiously. The following analysis looks 
at the reasons that are considered that respondents felt 
were important for KIM when entering into strategic 
alliances. 
One of the reasons why companies enter into strategic 
alliances is to have access to new markets. Kogut (1998) 
posits that strategic alliances lower the risk of entering an 
unfamiliar business territory. This study sought to 
establish whether this is one of the reasons KIM enters 
into strategic alliances. The results are shown in table 5. 
Table 5 shows that entering new markets was highly 
rated as a reason for entering into new strategic alliances 
with a mean score of 4.60. 80% of the respondents rated 
it as very important while 20% indicated that is was an 
important factor. This means that most of the strategic 
alliances that KIM has entered into one of the key driving 
forces was to enable the institution to enter new markets 
that it could not have otherwise entered on its own. The 
study also sought to establish the importance of 
improving customer service as one of the motivating 
factors in forming strategic alliances. The results are 
shown in table 6. 
Table 6 shows that the need for improvement of 
customer service was highly rated as a key determinant 
of entering into strategic alliances with a mean score of 
4.40. 40% of the respondents indicated it as very 
important and 45% as important while 5% indicated that it 
was somewhat important, least important and not 
important each. Another reason why companies enter 
into strategic alliances is to improve supply chain 
processes. The study sought to establish whether this  
was one of the key reasons why KIM entered into  
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Table 6: Improve of customer service 
 
 Importance Frequency Percentage Mean Score 
Very important 8 40 
4.40 
Important 9 45 
Somewhat  important 1 5 
Least important 1 5 
Not important 1 5 
Total 20 100 
 
 
 
Table 7: Improve supply chain process 
 
Importance Frequency Percentage Mean Score 
Very Important 1 5 
3.30 
Important 7 3 
Somewhat Important 6 30 
Least Important 5 25 
Not Important 1 5 
Total 20 100 
 
 
 
Table 8: Enhance financial stability 
 
Importance Frequency Percentage Mean Score 
Very Important 14 70 
4.40 
Important 4 20 
Somewhat Important 2 10 
Total 20 100 
 
 
 
strategic alliances. The results are outlined in table 7. 
The results in table 7 show that improvement in supply 
chain process was moderately rated with a mean score 
3.30 as a factor for getting into strategic alliances. The 
findings show that 30% of the respondents indicated that 
it was somewhat important while 25 % indicated that it 
was least important. This means that improvement of 
supply chain process is not a key factor. The study 
sought to establish the importance of improving financial 
stability as one of the factors KIM considers when 
entering into strategic alliances. Table 8 shows the 
results of the study. 
As shown in table 8, the need to enhance financial 
stability was highly rated with a mean score of 4.40 with 
majority (70%) of the respondents considering it as very 
important factor and 20% as important. 10 % of them 
were of the opinion that it is somewhat important. 
Financial stability from the response given is one of the 
key factors that KIM has entered into strategic alliances 
because as compared to other factors majority of 
respondents felt that it was very important. The need to 
acquire new skills is one of the motivating factors of 
entering into strategic alliances. The results in the case of 
KIM are shown in table 9. 
Table 9 shows that acquisition of new skills and 
competences was a moderately considered when getting 
into strategic alliances with a mean score of 3.60. 35%  
 
 
 
 
Table 9: Acquire new skills and competences 
 
Importance Frequency Percentage Mean Score 
Very Important 7 35 
3.60 
Important 7 35 
Somewhat Important 3 15 
Least Important 1 5 
Not Important 2 10 
Total 20 100 
 
 
 
Table 10: Develop new technology 
 
Importance Frequency Percentage Mean Score 
Very Important 1 5 
2.90 
Important 7 35 
Somewhat Important 8 40 
Least Important 2 10 
Not Important 2 10 
Total 20 100 
 
 
 
Table 11: Reducing product development costs 
 
Importance Frequency Percentage Mean Score 
Very Important 4 20 
3.60 
Important 9 45 
Somewhat Important 4 20 
Least Important 2 10 
Not Important 1 5 
Total 20 100 
 
 
 
considered it as very important factor and a similar 
percentage considered it as important. 15% considered it 
as somewhat important while 10% indicated that it was 
not important. The study also sought to know the 
importance that KIM attached to the need to develop new 
technology when entering into strategic alliances. The 
results are shown in table 10. 
Development of new technology is not highly 
considered as factor that influences entering into 
strategic alliances. It had a mean score of 2.9. 40% of the 
respondents indicated that it was somewhat important 
while 35% considered it as important. 10% considered it 
as least important and a similar number considered it as 
not important. Developing a new product is very costly 
and sometimes companies enter into strategic alliances 
to reduce such costs. The study sought to establish 
whether this is one of the reasons that KIM enters into 
alliances. The results are shown in table 11.  
The findings in table 11 show that 45% of the 
respondents were of the view that strategic alliances 
were important in reducing product development costs. 
20% indicated that it was very important and a similar 
number indicated that it was somewhat important. 
Overall, the factor was moderately rated with a mean 
score of 3.60. 
  
 
 
 
 
CONCLUSIONS 
From the information gathered it may be concluded that 
KIM mainly entered into strategic alliance in order to 
enter new markets and improving financial stability as key 
points. Other factors that also played important role in 
joining strategic alliance for KIM was improvement of 
customer service as well as reduction in product 
development costs. An Acquring new skill also was vey 
key for KIM. However from the responses given it was 
also established that supply chain improvement as well 
as diffusion of technology was not a major priority that 
KIM considered when entering into strategic alliances. 
 
Recommendations 
Based on the findings and conclusions of this study, the 
following recommendations are made: - Training 
institutions when entering into strategic alliances should 
carefully examine the reasons for entering into strategic 
alliances and be clear what expectations they have of 
their partner. This would ensure that the partner search 
process is objective enough to lead to the selection of the 
right partner, one who complements the needs of the 
organization. 
The strategic alliance agreement should be well be 
drafted to ensure that should there be a change in the top 
management in one of the partner companies, the 
strategic alliance is not affected. The memorandum of 
understanding between the parties should ensure that it 
has clear implementation guidelines to ensure that there 
is no collision between the management teams.  
Communication and trust should be cultivated at the 
start of the strategic alliance to ensure that each partners 
needs are kept in focus. This will ensure that the benefits 
of the alliance are not skewed towards one partner a 
factor that bound to breed distrust among partner 
members thus lead to failure of the alliance. 
 
REFERENCES 
Gulati R (1999). Does familiarity breed trust? The 
implications of repeated ties for contractual choice in 
alliances, Aca. Manage. J., 38: 85-112. 
Johnson G, Scholes K (1995). Strategic management: 
concepts and cases, 8
th
 Edition, Richard D. Irwin Inc, 
New York. 
Johnson G, Scholes K (2005). Exploring corporate 
strategy; Text and cases, 7
th
 Edition, Prentice Hall, 
London. 
Kavale S (2007). A study of strategic alliances in Kenya: 
The case of Money Transfer. University of Nairobi 
Project. 
Kogut B (1998). Joint ventures: theoretical and empirical 
perspectives. Strat. Manage. J., 9: 319 – 32 
Kothari C (2004). Research Methodology: Methods and 
Techniques, 2
nd
 edition. New age International 
Publishers, New Delhi, India 
 
Mutinda et al.,   454 
 
 
 
Mockler RJ (1999). Multinational Strategic Alliances, 
Wiley, 1999. 
Owour T (2007). Strategic Alliances and Competitive 
Advantage: The Case of Major oil Companies in 
Kenya. University of Nairobi Project. 
Soares B (2007). The use of strategic alliances as an 
instrumentfor rapid growth, by New Zealand based 
quested companies. United New Zealand School of 
Business Dissertations and Theses. 2007. 
Somers K (2005). The impact of strategic alliances. New 
York, Media Publishing. 
Spekman R, Mohr J (1994). “Characteristics of 
Partnership Success: Partnership Attribute, 
Communications Behaviour, and Conflict Resolution”. 
Strat. Manage. J., 15: 135-152 
Thompson J, Frank M (2004). Strategy: core concepts, 
analytical tools, readings; 4
th
 ed. London: Thomson 
Publishers.  
